This study investigates the direct effect of social factors (namely, social regard social comfort, and friendship) on customer satisfaction, and the indirect effect of these factors on customer loyalty, through the mediating effect of customers' satisfaction, in hair salons in Jordan. In addition, the study analyzed the moderating role of customers' gender and age on the effects of social factors on customer satisfaction and loyalty. Quantitative data was collected, through a questionnaire instrument, from a convenience sample of 528 customers while they are in hair salons. Statistical analysis of the study's model was conducted using structural equation modeling technique (AMOS software). Empirical test of the model's hypotheses has indicated that customers' satisfaction toward hair salons services is depend on friendship, social comfort, and social regard respectively, while customers' loyalty to service provider depend on customer satisfaction. The effect of social regard on customer satisfaction was significant for younger customers, while social comfort was significant for older customers. The findings of this study provide several recommendations for future research.
INTRODUCTION
The loyalty of customers is one of the most urgent problems that must be solved in marketing literature framework. Oliver (1999) indicated to the need for do more research efforts in this area. There is a consensus among many researchers that customer loyalty is vital to the performance of the business, especially service activities, where the presence of a base of loyal customers will lead to generate more predictable sales and continuing cash flows which improve profit levels (Aaker, 1991) . Loyal customers become an advocate for the service, provide positive word-of-mouth (Lam and Burton, 2006) , recommend the service to other, encourage others to use service, defend the service provider, generate higher corporate profits (Reichheld and Schefter, 2000) , spend extra money and less costly to serve (Ladhari, Brun, and Morales, 2008) . The customer is hard to attract and difficult to retain because it is not relatively easy for customer to switch his/her traditional service providers (Philip, 2002) . Customer loyalty enables service providers to reduce marketing costs and increase profits (Bowen and Chen, 2001 ).
Based on this, customer loyalty to the service provider received an increasing amount of attention by many researchers.
Several previous studies indicated to the vital role played by social factors on the results of service, such as loyalty, as well as to the need for service companies to emphasize personalized service in order to maintain their individuality (Mattila, 2001; Kandampully and Suhartanto, 2000; Butcher, 2005; Butcher et al., 2001; Sabiote and Roma´n, 2009) . Therefore, the subject of social factors in service encounters and its impact on customer loyalty found much attention by researchers in
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Marketing literature refers to the important role played by social factors in service encounters between service provider and customers and the consequent reversal of this role on the outcome of service (Price and Arnould, 1999) . The importance of social factors in service encounters is more pronounced in the case of services that require high levels of interaction between provider and customer, as is the case in the health services, hotels, hair salons, cafes, restaurants and other services (Butcher, 2005) . Bowen (1990) categorized hair salon services into the high contact customized groups because it directed at people and individually customized.
Therefore, social factors expected to play a vital role in achieving customer loyalty to hair salons. Thus, the aim of this study is to investigate the effect of social factors in service encounters on customer loyalty and the mediating role of service encounter satisfaction in hair salons in Jordan. This study builds on Butcher et al.'s (2003) findings and extends it by analyzing the moderating effect of age and gender on the relationship between customer satisfaction/loyalty and its antecedents, and the mediating effect of customer satisfaction between customer loyalty and social factors (social regard, social comfort, friendship).
Statement of the Problem
According to association of hair salons in Jordan, the number of hair salons for women approximately 5000-6000 salon employs about 15000-20000 male and female employees, mostly women. The number of hair salons for men exceeded 5000 salon employs about 5000-10000 employee at a rate of two employees per salon. This large number of hair salons has intensified the competition for customers among these salons.
In light of the intense competition it's easy to lose customers, where price is not a differentiator (Srikanth, Saravanakumar, and Srividhya, 2013) , service quality is hard to evaluate because of its intangibility (Eshghi et al., 2008) , customers are smarter, more price conscious, more demanding, less forgiving, and they are approached by many more competitors with equal or better offers (Kotler and Keller, 2012) , so customers are becoming harder to please. From a purely economic point of view, firms learnt that it is less costly to retain a customer than to find a new one and the negative effects of lost customers on the company's profitability (Gray and Byun, 2001 ). Thus service providers have focused on achieving customer loyalty by delivering superior value by identifying and enhancing the important factors that determine loyalty (Yang and Peterson, 2004) .
Also, it turned out to the researcher, and after a comprehensive review of previous studies conducted in the service industry, the research conducted on hair salons services were very limited in Jordan. The researcher found that the majority of previous studies were focused mainly on telecommunications, hospitality, banking or airline. Also, there is a lack of studies that have addressed the social factors and its effect on customer satisfaction and loyalty. It seems that despite the importance of this topic, it has received little attention by researchers and practitioners in recent years.
The most, and only, recent study considered the social factors in the field of services conducted by Butcher (2005), who investigating the effect of social factors on customer satisfaction and loyalty within small hospitality businesses context. The concept of relational outcomes remains relatively untapped by service researchers (Sabiote and. Roma´n, 2009) . Further research into this area has been suggested generally by Verhoef et al. (2002) . Hence, the current study tries to investigate the Jordan Journal of Business Administration, Volume 10, No. 3, 2014 -513 -effect of social factors (social regard, social comfort, friendship) on service encounter satisfaction in hair salon in Jordan. It is expected that the results of this study will provide insights for service providers to understand the role of such variables to satisfy customers and retain them loyal in hair salon sector.
Study Objectives
The primary objective of this research is to examine the effect of social factors (social regard, social comfort, friendship) on customer loyalty in hair salon industry through service encounter satisfaction. In other words, this study tries to achieve the following objectives:
1. Investigate the ability of social factors in explaining the variation in customers' satisfaction and loyalty.
2. Investigate the mediating role of service encounter satisfaction between social factors and customer loyalty in hair salon sector.
3. Investigate the moderating effect of gender and age on the relationship between customer satisfaction/loyalty and social factors.
Theoretical Background
Person-oriented behaviors typically do not focus on the core task, such as delivering the restaurant meal or processing the airline ticket, but deal with the customer in a warm, understanding, and personable manner (Butcher, 2005) . Aaker (1991) suggested that one key to keeping customers is to avoid rude, unresponsive, and disrespectful behavior. Therefore, Contact employees are the organization in the customer's eyes and, in many cases, they are the service -there is nothing else (Zeithaml and Bitner 2000) . Customer perceptions of contact employees will affect their perceptions of the company (Ganesh et al. 2000) . Thus the interaction between customer and provider will likely influence customer experience which leads to satisfaction and hence fostering customer loyalty. Social factors are defined here as the feelings, thoughts, and perceived relationships arising from the social interaction with the service employee (Butcher et al., 2001) . In this study, social factors have been used as possible predictors of loyalty in services. These are friendship, social comfort and social regard which are result of relational outcomes.
Social regard
Social regard can be defined as the genuine respect, deference, and interest shown to the customer by the service provider, such that the customer feels valued or important in the social interaction (Butcher, 2005) . Also, it is defined as making the customers feel important and took an interesting and respecting to the customer (Barnes, 1997) . Several researchers have indicated the importance of social regard concept in the service encounter, particularly services that have high levels of customer-employee contact (Sabiote and Roma´n, 2009 ).
This concept means that the service providers should make the customer feel important, take an interest in the customer, respect the customer, show deferencereferred to the courtesy, politeness and thoughtfulness displayed by employees, implement genuine behaviors, and treated with respect (Mohr and Bitner, 1995; Dotson and Patton, 1992; Barnes, 1997; Blodgett et al., 1995; Iacobucci, 1998) , otherwise customers may feel insulted and consequently take their business elsewhere (Dubinsky, 1994; Goodwin and Smith, 1990) . The aim of any business should be to treat the customer as any person would like to be treated and with respect (Aaker, 1991) . Bitner et al, (1990) indicated that a substantial amount of both satisfactory and dissatisfactory service evaluations arise from not the quality of the core service but the manner in which the customer was treated, so when the customers perceived that the employees take care of them, or respect them the relationship strength Where services have closer personal contact with the customer, the provider's role includes making the customer feel at ease (Singh, 2009) . If the salesperson clicked with the customer at the initial contact, then this was the prompt to consider establishing a relationship (Beatty et al, 1996) . Based on the above, the following hypotheses are proposed: 
Friendship
Friendship can be defined as the customer's perceptions of social closeness to a service employee, as evidenced by the degree of familiarity, self-disclosure and rapport (Butcher, 2005) . Social benefits were associated with personal recognition by employees, customer familiarity with employees and the development of friendship (Gwinner et al., 1998) . Customer retention can be increased by building positive relationships with customers (Barnes, 1997) . Personal friendship between customers and individual services impacts customer loyalty (Bove and Johnson, 2000; Kokko and Moilanen, 1997) 
Customer loyalty and satisfaction
Customer loyalty is described as customer's willingness to continue patronizing a firm over a long period of time and recommending the firm's products and services to friends and associates (Lovelock and Wirtz, 2004) . Lim et al. (2006) defined customer loyalty as consumers' overall attachment or commitment to service provider. These definitions concentrated on the repurchase behavior combined with an attitudinal component of loyalty (Liljander and Strandvik, 1993) . Other researchers (e.g. Oliver, 1999) have argued that loyalty should be treated as a psychological construct, where the psychological strategies are needed to achieve ultimate loyalty. Accordingly, loyalty will be treated here as an enduring psychological attachment of a customer to a particular service provider (Butcher, 2001) . (Nayebzadeh, Jalaly and Shamsi, 2013) . Service encounter satisfaction reflects the consumer's feelings about a particular interaction with the service company and depends upon how the customer evaluates the events and activities that occurred during a discrete period of time (Zeithaml, Bitner, and Gremler, 2009) . There are numerous studies conducted about the relationship of satisfaction and loyalty (Nayebzadeh et al., 2013) . Several previous studies indicated to the positive relationship between customer satisfaction and customer loyalty (Lin, 2010; Curtis, 2009; Deng et al., 2010; Nayebzadeh et al., 2013) . Bolton and Lemon (1999) stated that customer satisfaction positively influence customer loyalty in the service context. Oliver (1999) explains that loyalty and satisfaction have a connection, meaning that loyal customers tend to typically be satisfied. In addition, satisfaction strength plays a key role in the translation of satisfaction into loyalty (Chandrashekaram Rotte, Tax, and Grewal, 2007) . Customer satisfaction and customer loyalty are very closely related and customer satisfaction functions as an antecedent of customer loyalty (Fornell, 1992) . Higher level of customer satisfaction is more likely to have greater customer loyalty (Anderson and Sullivan, 1993; Boulding, Kalra, Staelin and Zeithaml, 1993) . Customer loyalty depends largely on customer satisfaction (Ladhari et al., 2008) , hence there are many research that focus on identifying factors that enhance customer satisfaction level. Gwinner et al. (1998) pointed out that customer satisfaction and loyalty strategies can be built around relational benefits.
Researchers strongly equate respect or lack of respect for customers with service quality evaluations, dissatisfaction, relationship strength, and loyalty (Butcher, 2005) . Based on the above, the following hypotheses are proposed:
H4: service encounters satisfaction has a significant direct positive effect on customer loyalty.
Moderating effects
Moderating effects on the relationship between the independent and dependent variables have attracted many researchers' interest. Researchers argue that the contribution to marketing theory development will be larger if moderating variables are included in the research model (Dabholkar and Bagozzi, 2002) . Age and gender are found as key modifiers of an individual's perception and activity (Deng et al., 2010; Venkatesh, Brown, Maruping, and Bala, 2008; Chang and Chen, 2008; Ha, Yoon, and Choi, 2007) . Homburg and Giering (2001) found that gender, age, and income moderated the relationship between satisfaction and loyalty for German automobile customers. Mittal and Kamakura (2001) showed that Gender has a moderating effect on the relationship between satisfaction and loyalty.
Patterson (2007) is verified because this size met this criterion.
Constructs Measurement
Measures of all the constructs in study model were 
.
Social Comfort
The customer's feeling of anxiety or relaxation arising from the social interaction with an individual service employee.
6-10
Butcher et al. (2001);
Friendship
The customer's perceptions of social closeness to a service employee, as evidenced by the degree of familiarity, self-disclosure and rapport.
11-15
Butcher et al. (2001); 
Loyalty
The enduring psychological attachment of a customer to a particular service provider.
21-25
Butcher (2005).
Instrument Reliability and Validity
The reliability of questionnaire was measured using
Cronbach's α coefficient (Table 2) , the reliability of each construct have alpha indexes greater than the suggested value (0.70), which is considered acceptable and indicating that the questionnaire was developed with good internal consistency (Hair et al. 2010) . Composite reliability (CR) was used as an alternative measurement of reliability (Werts et al., 1974) , which represents the proportion of measure variance attributable to the underlying trait. The composite reliability of each construct exceeds the recommended level of 0.70 (Hair et al. 2010 ).
To verify the construct validity, a confirmatory factor analysis (CFA) has been used. If the average variance extracted (AVE) exceeds the squared correlations, then discriminate validity is established (Fornell and Larcker, 1981 Hair et al. (2010) ; Hair et al., (2006) ; Browne and Cudeck, (1993) .
Model Fit
Table (4) show that all of the model-fit indices exceed the respective common acceptance levels suggested by previous studies (Hair et al., 2010; Hair et al., 2006; Browne and Cudeck, 1993) , demonstrating that the model exhibited a good fit with the data collected.
Data Analysis and Findings
A number of statistical techniques were applied to test and interpret the results of the data analysis.
Structural Equation Modeling (SEM) technique, using
AMOS 20.0, was used to determine the interactions between the various constructs (namely social regard, social comfort, friendship, encounter satisfaction, and loyalty).
Customers' Characteristics
A detailed descriptive statistics of customers' characteristics are shown in Table ( 
Predictive Power of Model
The predictive power of a model can be assessed by R 2 values, which indicates the amount of variance in the construct that is explained by the model (Hair et al., 2010) . As shown in Table ( 3), the model can explain Hypotheses Testing Table ( Using Chi-Square (χ 2 ) difference test, the resulting model fit was then compared to a base model in which all path coefficients were freely estimated. Table (7) represents the results of testing the moderating effect. β = 0.20; t = 3.82; p < 0.001) .
Hypothesis (H1b), which predicted that gender and age will moderate the effect of social comfort on customers' encounter satisfaction, was partially supported as the differences between groups of age (∆χ 2 = 3.5; P < 0.10) were significant, but the differences between groups of gender (∆χ 2 = 0.002; P > 0.10) were not. In other words, age has a high significant effect on the relationship between social comfort and encounter 
Discussion and Recommendations
This study attempts to investigate the direct effects of social factors (social comfort, social regard, and friendship) on customer satisfaction, the direct effect of customer satisfaction on customer loyalty, and the indirect effect of social factors on customer loyalty through customer satisfaction. In addition, the study attempts to investigate the moderating effects of gender and age on the relationships between these constructs.
As hypothesized, social comfort, social regard, and friendship significantly affect customer satisfaction of hair salons. Specifically, friendship is found to have the greatest effect directly on customer satisfaction and indirectly on customer loyalty through satisfaction. The second important factor affects hair salons customers' satisfaction directly and customers' loyalty indirectly was social comfort. Finally, social comfort was the third important factor affecting customers' satisfaction directly and customers' loyalty indirectly.
This implies that customer satisfaction and loyalty will be most significantly influenced by the customer's perceptions of social closeness to a service employee,
where Liljander and Strandvik (1995) confirmed that customers who have developed a friendship with service provider employees will be more committed to the organization. This means that when customers perceive a high degree of familiarity, self-disclosure, and rapport with hair salon service provider, they will form a high degree of satisfaction and loyalty toward the service provider. This result is consistent with the results of several previous studies which indicated that the personal friendship between customer and service provider plays an important role in influencing customer satisfaction and loyalty to service provider (e.g. Singh, 2009; Butcher et al., 2001; Butcher et al., 2003; Elbert, 2013; Bove and Johnson, 2000; Price and Arnould, Jordan Journal of Business Administration, Volume 10, No. 3, 2014 -525 -1999; Kokko and Moilanen, 1997) .
The results of this study proved that social factors enhance customer satisfaction, which means that the human element in service delivery is the center of cultivating these benefits. More importantly, the study also showed that satisfaction with service encounter is critical to loyalty formation. These results support the idea that social factors lead to loyalty which is a must for sustained customer retention (Singh, 2009) . Many services are difficult to evaluate and the way the customer is treated is the main driver of satisfaction (Sharma and Patterson 1999) . These relationships will be greater for those services with higher levels of personal interaction between customer and service provider (Price and Arnould, 1999) , as is the case in hair salons services which have been classified as experience services (Powpaka, 1996) , so the responsive, courteous, and caring behavior of the service provider is likely to have a direct effect on satisfaction (Sabiote and Roma´n, 2009 ).
The results showed that age have a significant The results showed that customer satisfaction have a significant effect on customer loyalty, which means that satisfied customers are more likely to possess a stronger continuous intention and to recommend the hair salon to their friends or relatives (Zeithaml, Berry, & Parasuraman, 1996) . In other words, If a service
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Mohammad Suleiman Awwad -526 -provider can satisfy the needs of the customer better than its competitors, it is easier to create loyalty (Oliver, 1999) , where high customer loyalty is mainly caused by high customer satisfaction (Clarke, 2001) . This result was supported by several researchers (Lin, 2010; Curtis, 2009; Choi, Seol, Lee, Cho, and Park, 2008; Walsh, Dinnie, and Wiedmann, 2006) . In other words, once a customer feels lack of respect, interest, familiarity, and anxiety arising from the social interaction with an individual service employee, then he/she will be much more likely to change the service provider.
Contributions and Implications
One of the most important contributions of this study is that it revealed the moderating effect of customer age on the relationship between social factors and customer satisfaction, especially for social regard and social comfort.
The second contribution is that it confirmed that the customer satisfaction is one of most important antecedent to 
Limitations and Future Research
Although the present study makes important contributions, it has some limitations that need to be taken into account, which limits the generalizability of its findings:
1. The cross sectional design used in this study may not yield accurate associations between predictors and customer satisfaction/loyalty.
Also, while Likert scales are popular in marketing research, they also have weaknesses and may produce overstated correlations (Butcher et al., 2001 ). In addition, a convenience sample was drawn for this study; accordingly, no claims for generalizability can be made beyond the sample. Future researches should avoid these general limitations.
2. This study was specific to the hair salons sector within the specific culture of Jordan.
Researchers could consider testing the relationships investigated in this study in different service contexts, such as banks, hospitals… etc, and also with different cultures.
3. This study investigated the moderating effect of gender and age on the relationship between social factors and customer satisfaction/loyalty. 
Future research could investigate other

